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2. Methodological approach: Constructivist Grounded Theory 
                                                          
2
3
ISSN 2386-7876 – © 2018 Communication & Society 31(1), 125-146 
127 
                                                                                                                                                                      
4
ISSN 2386-7876 – © 2018 Communication & Society 31(1), 125-146 
128 
ISSN 2386-7876 – © 2018 Communication & Society 31(1), 125-146 
129 
                                                          
5
6
According
ISSN 2386-7876 – © 2018 Communication & Society 31(1), 125-146 
130 
                                                          
7
ISSN 2386-7876 – © 2018 Communication & Society 31(1), 125-146 
131 
 
3. Grounded inquiry 
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Figure 1. A set of nine ads were used during the interview 
Sources: (respectively) Brazilian magazines: Isto é (2013), Exame (2011), Isto é (2012), Exame (2010), 
Exame (2011), Veja (2013), Veja (2013), Época Negócios (2012) and Rolling Stones Brasil.(2008). 
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4. Results   
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Chart 1. The everyday pain of racism of Brazilian black women and the effect of 
counterintuitive ads for its reduction 
Source: Leite (2015). 
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4.1. The reality of being a black woman 
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4.2. Latent scars in one's identity 
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4.3. The Stereotype Resignation as a Way of Strategies 
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4.4. The reduction of the pain of racism through the interaction with counterintuitive 
ads 
Chart 2. Subcategory The reduction of the pain of racism through the interaction with 
counterintuitive ads 
Source: Leite (2015). 
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4.5. Reflexivity toward Self-esteem and Hope Expectations 
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5. Discussion and Final considerations  
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